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The article analyzes the domestic market of confectionery products. It is 
emphasized that companies are experiencing strong internal competition that is 
associated with a decline in exports. The main groups of enterprises that produce 
confectionery are identified and their specificities are characterized. 

It is noted that in today's conditions confectioners compete for the customer in 
proven ways - reducing the cost and reducing the production of unprofitable 
products. 

It is emphasized that domestic production is the main source of market supply 
formation at present. Possibilities and ratings of leading market operators are 
presented. 

The dynamics of production and export of confectionery products during 201 1- 
2018, as well as their production and export in the range of assortment groups are 
analyzed. 

It is emphasized that Ukrainian exporters do not fully exploit the potential of 
foreign trade with EU countries, since the European confectionery market is quite 
saturated and exporters are faced with the problem of access to Ukrainian products 
on the shelf of European trading networks. 

Further analysis of the trends of the confectionery market was carried out on the 
basis of consumer preferences research. It has been determined that the structure of 
demand for confectionery products is undergoing dramatic changes due to the trend 
of healthy eating. 

It is noted that the development of the global nutraceutical market is a steady 


trend, which generates new consumer benefits, which in turn contribute to the 


formation of a new culture of food consumption. So functional sweets have pretty 
good prospects. 

It is emphasized that in order to realize their opportunities to be successful, 
competitive in today's market, for rapid and flexible response to consumer changes, 
owners of confectionery brand need complex technological solutions. 

Therefore, manufacturers need to place clear emphasis on those moments of the 
technological process that will make the finished confectionery product to demanded 
end consumers, which in turn will increase their loyalty to the brand in the conditions 
of formation of a new culture of consumption of confectionery products. 

Keywords: confectionery market, internal competition, consumer preferences, 
traditional markets, reformatting of the industry, customs tariffs, a new culture of 
consumption, the trend of healthy eating. 

Formulation of the problem. The confectionery industry is one of the most 
developed and modernized branches of the food industry of Ukraine. According to 
the Ukrkondprom Association, it provides 1.5% of the country's GDP and has 
significant export potential. However, at present, the industry is developing under 
conditions of fierce internal and external competition. 

Baking and pastry are delicacies that are not a daily part of the average 
consumer basket. Buying goodies, consumers are guided by completely different 
considerations than when buying basic foods. In the first place, consumers of baking 
and pastry seek to enjoy while consuming, but the satisfaction is provided by a 
combination of sensations coming from the senses. Therefore, it is equally important 
not only how tasty the product is, but also the way it looks, its aroma, its texture. At 
least one component from this list will have a negative effect on consumer mood, 
which in turn will influence the purchase decision. The more positive sensations a 
consumer receives from a product, the more steady his loyalty to the brand is, and the 
variety of flavors, aromas, color compositions, textures, fillers allows the 
confectioners to create culinary masterpieces. 

Analysis of recent research and publications. Such leading scientists have 
devoted their works to the problems of confectionary industry development as 


O.B.Butnik-Seversky, A.O. Zainchkovsky, A.M. Dorokhovich, V.I. Drobot, V.M. 


Kovbasa, V.I. Obolkina, N.M. Solomenyuk, M.P. Sychevsky, V. Chebotarev, V.G. 
Yurchak and many others, however, the urgent needs of the industry require the 
determination of new approaches both to research the development of the 
confectionery market as a whole, and the peculiarities of the functioning of 
enterprises in the face of changing consumer preferences. 

The purpose of the article is to analyze the confectionery market as a whole, to 
determine the global trends of its development and consumer priorities, as well as to 
study current trends in the domestic confectionery market. 

Outline of the main results of the study. Statistics from the KOLORO 
branding agency show that a resident of Western or Central Europe consumes about 6 
kg of chocolate a year. Analysis of the domestic market for confectionery shows that 
Ukrainians consume chocolate and other sweets during the year, about 1.3-1.4 kg. 
However, these figures indicate not the growing popularity of sweets in Ukraine, but 
the difficult economic situation. 

Among the companies there is strong internal competition. Manufacturers of 
confectionery in Ukraine are actively fighting for the local market. This is due to the 
fact that exports have fallen sharply since 2013. 

Today, baking and the range of confectionery products are produced by different 
technologies, different cycles, with different shelf life. In general, all such enterprises 
can be divided into two groups. The first is the industrial production of the products 
under consideration, which is industrially packaged and has an extended shelf life. 
Such products are sold through organized shops, branded stores. The second group 
consists of the production of the so-called fresh baking, which is most often packed at 
the point of sale or consumed there. This group consists of small shops of HoReCa, 
fast food, own production of retail, small bakeries, catering establishments and 
catering. 

In the current conditions, confectioners compete for the customer in proven 
ways - reducing the cost and reducing the production of unprofitable products. 

In addition, during 2017-2018, there was a significant increase in imports of 
confectionery into Ukraine, in particular in 2017 - by 36% more than in 2016. During 


2018, imports increased by 27% compared to the previous year. Imports to Ukraine 


of sweets in 2018 were mainly from European countries, including Poland, Germany, 
Bulgaria, Italy, Holland and Lithuania. 

However, the main source of supply on the market today is domestic production 
- about 90% of the total. The production is carried out by more than 850 companies, 
of which 85% of Ukrainian confectionery products are produced by powerful 
enterprises, 9% by medium and 6% by small ones. 

Among leading market operators, according to Ukrkondprom, companies such 
as Roshen, Biscuit Chocolate, Konti, AVK, Nestle and Mondelez Ukraine. It should 
be noted that in 2018 the annual rating of TOP 100 Candy Companies included three 
Ukrainian confectionery corporations - Roshen (25th place), Konti Group (43rd 
place) and AVK (64th place). 

During 2018 domestic confectioners produced 379.4 thousand tons of products 
mainly due to AVK Confectionery Factory, Kremenchug and _ Vinnytsia 
Confectionary Factories (both of which are part of Roshen Corporation), Lviv 
Confectionery Factory Svitoch (part of the company Svitoch) Nestle), Mondelez 
Ukraine and Konti. 

If we consider the production of sweets separately by groups, it should be 
noted that flour confectionery products during 2018 produced 129.4 thousand tons, 
which is 14.86% less than the level of the previous year. But at the same time a 
number of enterprises still increased their production, in particular, Kherson 
Confectionery Factory, Lviv Svitoch Confectionery Factory, Mondelez Ukraine and 
Kharkivka Confectionery Factory. 

As for the group of sugar confectionery, their production amounted to 220.8 
thousand tons, which is 16.42% less than the level of 2017. The increase in sugar 
production was provided by AVK Confectionery Factory, Svitoc Lviv Confectionery 
Factory, Mondelez Ukraine, Kremenchug, Vinnytsia and Kyiv Roshen Confectionery 
Factories. 

The production of chocolate and similar products during 2018 increased and 
amounted to 29.2 thousand tons, which is 3.2% more than in 2017. The growth was 


provided by AVK Confectionery Factory, Svitoch Lviv Confectionery Factory, 


Mondelez Ukraine, Kharkivka Confectionery Factory and Roshen Vinnytsia 
Confectionery Factory. 

The confectionery industry is still experiencing the effects of Russia's trade 
aggression, as it was the main consumer of Ukrainian confectionery (about 50% of 
exports), and through its territory the products were shipped to other traditional 
markets, in particular to Central Asian countries. 

Following the ban on the import into Russia and transit of its territory of 
Ukrainian products, the production of sweets decreased by 33.5% (from 921 thousand 
tons in 2013 to 612 thousand tons in 2017) and exports - by 46% (from 407, 2 
thousand tons to 240 thousand tons). In addition, up to 180 thousand tons of 
confectionery products have been produced in the occupied territories over the past 
years, which is about 18% of the total production in the country. Some powerful 
market players have lost their businesses in the east of the country, and consequently, 
consumers, which has led to an internal reformation of the industry. 

Following the events of 2014, companies began to refocus on new markets. In 
2017, the EU countries and the Arab world became a priority for them. During 2018, 
exports of domestic confectionery products as a whole increased (up to 244.5 
thousand tons) compared to 2017. In terms of assortment groups, the picture is as 
follows: more than 83.9 thousand tons of sugar confectionery were exported. In 
particular, increased exports to Kazakhstan (up to 9,203 thousand tons), Belarus (up 
to 8,096 thousand tons), Azerbaijan (up to 3,774 thousand tons), Poland (up to 3,734 
thousand tons), Romania (up to 3,109 thousand tons) and other countries. Deliveries 
to EU markets (Italy, Belgium, Hungary, Spain, Serbia, Croatia, Sweden) and the US 
also increased. 

Chocolate and other similar products were sold abroad during this period 57.5 
thousand tons. At the same time, exports to the USA (4,357 thousand tons), Belarus 
(3,849 thousand tons), Romania (2,705 thousand tons), Hungary (2,196thousand 
tons) and some other countriesincreased. 

Exports of flour confectionery products amounted to 103.1 thousand tonnes. 


In particular, exports to countries such as Belarus (11.831 thousand tonnes), Moldova 


(8.067 thousand tonnes), Romania (5.281thousand tonnes), Poland (3.637 thousand 
tonnes), Germany (2,904 thousand tons) and others increases. 

In addition to the Russian embargo, there are a number of other barriers to the 
export of Ukrainian sweets. In particular, in some growing confectionery markets, 
import of Ukrainian sweet products is almost not carried out due to high customs 
tariffs. First of all, it concerns the markets of Pakistan, Egypt, Algeria, Brazil, 
Bangladesh and others. At the same time, Ukrainian manufacturers from Central 
Asian markets are trying to oust Russian companies that are able to export their 
products on better terms. 

Also, Ukrainian exporters do not make full use of the potential of foreign 
trade with EU countries, since the European confectionery market is quite saturated 
and exporters are faced with the problem of access to Ukrainian products on the shelf 
of European trading networks. It should be borne in mind that most European 
confectionery market operators are supported by their countries (for example, in the 
form of tax cuts). 

The analysis of the pastry market in the previous years shows that further 
prospects do not provide sufficient grounds for optimism. However, the positive 
changes are still evident. The last three years have been characterized by a 
stabilization of the situation in the confectionery market and even a slight increase in 
production in some parts of it, which has not been observed for several years. Exports 
to foreign markets are also promising. Experts estimate that in the next two years, 
Ukraine's confectionery market may increase exports to the European Union to $ 450 
million. China, the Gulf countries and some others are considered as promising 
markets. 

In fact, the confectioners themselves, also give a positive assessment of the 
situation and believe that the lower limit is already behind and production will 
gradually increase. The hopes are connected with the support of the main investors of 
the industry - consumers. 

In order to understand the trends of the confectionery market in terms of 
consumer preferences, its analysis was carried out on the basis of research of 


international analytical companies. Yes, the confectionery market is evolving through 


the global trend of healthy eating. According to Teshnavio, in 2018, the healthy food 
segment held the largest share of the global food market - 36%. The dynamics of this 
segment is explained by the growing demand for natural and environmentally 
friendly products. By region, the consumption of healthy foods is the largest in the 
markets of the Americas - about 38%. The EMEA (Europe, Middle East and Africa) 
and APAC (Asia Pacific) regions share other market shares. Hypermarkets and 
supermarkets, which own about 60% of all sales, remain the main distributors of 
healthy food products. The factors of simplicity, convenience of shopping, the 
presence of a wide range, as well as the growing number of such stores will continue 
to contribute to the growth of the share of online retail in the structure of sales of 
products for healthy food. 

Euromonitor estimates global sales of healthy foods in 2017 to be around $ 1 
trillion. The confidence in the growth of this segment is evidenced by data from a 
global health and well-being survey conducted by Nielsen, which was attended by 
more than 30 thousand respondents. Key conclusion of the study: Consumers’ views 
on healthy foods have changed. Consumers are willing to pay more for health 
promotion and weight loss products: 

- about 88% of respondents are willing to pay more for healthier products; 

- generation Z consumers (born in the mid-1990s) to baby boomers say they 
will pay more for healthy foods, including those that are considered completely 
natural; 

- demanding functional preventative products, including: high fiber foods 
(36%), protein (32%), whole grains (30%), calcium-enriched (30%), vitamins (30%) 
or minerals (29%) ). 

Functional products, which are still included in the category of biologically 
active additives in the Ukrainian market, have developed into a separate segment of 
nutraceuticals on the world market - products that are not medicines, but those that 
are of prophylactic importance for health promotion. 

Such products are sold not through pharmacies, but through stores of different 
sizes. The global nutraceutical market is growing rapidly. According to Mordor 


Intelligence, the market capacity in 2017 was $ 383.1 billion. According to forecasts, 


at an average annual growth rate of 6.8% for the period 2020-2025, the world 
nutraceutical market should grow to $ 561.4 billion. Thus, today we are talking about 
a stable trend, which generates new consumer benefits, which in turn , contribute to 
the formation of a new culture of food consumption. 

Under the influence of a new culture of food consumption, the confectionery 
market will develop. The share of confectionery products is about 20% of the world 
nutraceutical market. Thus, functional sweets have quite good prospects. To realize 
their ability to be successful, competitive in today's market, manufacturers of the 
confectionery industry need to invest in advanced production and packaging 
technologies. 

Conclusions. The geopolitical and economic crises have contributed to 
significant changes in the Ukrainian confectionery market, which have caused key 
industry players to lose their positions and buyers now have other orientations in their 
choice of sweets. In the structure of demand for confectionery products, there are 
dramatic changes under the influence of the trend of healthy eating. For fast and 
flexible response to consumer changes, owners of confectionery brands need complex 
technological solutions. Therefore, manufacturers need to place clear emphasis on 
those moments of the technological process that will make the finished confectionery 
product to demanded end consumers, which in turn will increase their loyalty to the 
brand in the conditions of formation of a new culture of consumption of 


confectionery products. 
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BITUM3HAHMM PHHOK KOHJIMTEPCbKUX BHPOBIB B ACHEKTI 
3A AJIBHOCBITOBHX TEHJIEHIIM PO3BUTKY 


Crpammucpka JI.B., Hukonenko A.B. 


Hayionanonuu ynigeepcumem xapuoeux mexHooeiu 


Y cmammi npoauanizoeaHo 6eimuu3HAHUU PUHOK KOHOUMEpCoKUX éBUpOoOie. 
Hazonoweno, wo ceped KomnaHit cnocmepizaemoca nomyocHa é6BHympiwHaA 
KOHKypenyiA, AKA noe ’A3aHAa i3 CKOpOYeHHAM eKcnopmy. Bu3HaueHo OCHOBHI 2pynu 


nionpuemcmeé, AKi 6UpOOAIOMb’ KOHOUMEPCbKI BUpObU, Ma OxXapaKmMepU3Z06AaHO ix 


cneyuqiky. 


3ayeanceHo, wo 6 CyY¥acHux ymMoeax KOHOUMepU 3Ma2alIombCcA 3a KIieHma 
nepesipeHumMu UWJAXAMU — 3HUXACEHHAM Bapmocmi i CKOpoY“eHHAM é6UupoOHUuYyMeEa 


HepeHmabelbHO! NPOOYKUil. 


Hazonoweuo, wo 2o106HumM Ootcepelom qdopmMyé6daHHA npono3uyil Ha punky Ha 
menepiwuiu vac 3anuwmaemoca Bimuu3zHAHe Bupodnuymeo. TlodaHo Moocnu6eocmi U 


peumuneu nposidnux onepamopié puHky. 


IIpoauaiz0eano OuvKamMiky 6upoOnHuymea U eKCnhopmy KOHOUMepcoKUXx BUupOobié 
npomazom 2011-2018 pp., a maxkonc ix eupobnuymeo u eKcnopm 6 po3pi3i 


acOpPMUMeCHMHUX epyn. 


Hazonoweno, Wo yKpaincoKi eKcnopmepu He nNOBbHOIO Mipolo 6BUKOpUCMOByIOMb 
nNomeHYial ZO6HIWHbOI Mopeiéli 3 KpaiHamu EC, OCKiIbKU KOHOUMEePCbKUU PUHOK 
€eponu € Oocumb HacuueHum i eKCnopmepu cmuKaiombcA 3 npObIeMOIO OOCmyny 


YVKPQiHCbKO! NPOOYKyYli Ha nosUYi EBpONeuCbKUX MOPZ2O6ebHUX MeEpeOdK. 


Tlodantowuu anailiz HNanpamKié po36umKy KOHOUMepcbKOzO punky Oyj10 
npoeedeHo Ha OCHO6Ii OoCcIOICeHb Cnoxcue4ux ynodobaHs. BuzHaueno, wo y 
cmpykmypi nonumy Ha KOHOumepcoKi BupobU Bidby6aIombCA KAPOUHGIbHI 3MinU Nid 


Oic€lo mpeHOy 300PO6020 XAPUVEQHHA. 


3a3HaueHo, Wo po36umoK céimo6o2z0 PUuHKyY HympiyeemuKieé CmaHoeumb 
cmiukuu mpeno, Wo @opMyE HO6i CnoHCUBUI Nepesaeu, AKI 6 C6010 Uep2y, CnDUAIOMD 
qcbopMy6aHHio HO6OL Kylbmypu CnootcueaHHA xXapuoeux npodyKmie. Omoce, y 


QbYHKYIOHAbHUX COMOOOIYI6 E OOCUMb 2apHi nepcnekmuéu. 


Hazonoweuo, wo Ona peanizayil céeoix moocnueocmeu Oymu ycniwHumu, 
KOHKYPeHMHUMU HA CYYaCHOMy PUHKy, OA WeUOKOZO 1 2HYYKOZO Ped2ye6aHHA Ha 
CnNoH#Ccueyi 3MiHU, BIACHUKAM OpeHOI6 KOHOUMepCbKOZO PUHKy HeOOXiOHi KOMNIEKCHI 


mMeXHONOZIYHI PIWeHHA. 


Omoce, eupoduukam HeoOxidHoO po3cmaégumu 4imKi aKYeAMU Ha MUX MOMeHMaXx 
mexHonoeivHo2zo npoyecy, AKi 3poblAmb 2omoéeuu KOHOUMepCceKUU npodyKm 
3ampebyeanum KiHYe6uM CNOHCUBAUYAM, WO 6 CBOIO Yep2y NOCcUMUMb ix NOANbHICMb 
Oo OpeHoy 6 ymMo6ax MopMyé6aHHA HO6OI Kylbmypu CNOHCU6aHHA KOHOUMEpCbKOL 


npooyKyil. 


Kiroyvoei cnoea: punok KoHOumepcoKux Bupobié, BHympiWNA KOHKypeHnyia, 
cnoxcueui ynodobaHHA, mpaduyiuni puHKu 36ymy, nepedopmamyeanna e2ay3i, 


MumuHi mapudu, HO6a KVbMypa CNOHCUBAHHA, MPeHO 300PO6O20 XAPUY6QHHA. 
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